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The global economy becomes integrated in the 21st century, modern enterprises 
are hard to only use the traditional marketing modes to deal with the intense market 
competition and complicated international and domestic market environments, more 
and more go to the relationship marketing. As we all know, the cost to develop a new 
customer is about 5 to 9 times higher than to retain an old one, the relationship 
marketing focuses on the customer loyalty, it sets up an effective information 
feedback system between the customer, supplier, competitor, government and other 
related parties, to help the enterprise continuously improves its products and services 
to meet the customer’s needs.  
As one of the first batch of bath companies set up in Xiamen, Runner Industry 
Co, LTD has becomes a leading company in this Industry through 30 years 
development; today, its success shows that its marketing is quite effective, even 
during the economy crisis in 2008 and 2009, it still kept about 10% growth every year. 
Meanwhile, Runner is still trying to set up better and consolidated relationships with 
different parties to meet the more and more diversified customer needs and marketing 
environment.  
This article firstly introduces the basic theory of relationship marketing, 
introduces the current status of Runner company and the bath industry, using SWOT 
to analyze the Runner’s marketing strategy; and then using the relationship marketing 
theory with practice to analyze the relationship between Runner and its customers, 
internal departments, competitors, suppliers and other stakeholders, to find out the 
areas could be improved.  
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销观。生产营销观盛行于 19 世纪 20 年代，这是 古老的一种营销观，这种观念
认为只要努力扩大生产，生产出价廉物美的产品，就一定卖得出去，而不需要在
乎不同客户需求的不同；和生产营销观同时期盛行的是产品营销观，产品营销观
                                                        
① 资料来源：[美]鲍勃·伯格著.许旭译.《如何开展成功的关系营销》中国长安出版社 2008 年 7 月. 
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